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  As “non-store sales”, TV shopping has many advantages, it is open 24 hours, cheap, 
provide home delivery service and so on. It appears to bring great convenience to 
customer. But, for various reasons, the development of  TV shopping is still in 
disorder and confused situation in China. So the urgent promblem is how dose the TV 
shopping to develop and how to improve the image of the TV shopping. 
    Impulse buying is a basic form of the modern shopping, accounting for a large 
part of sales volume. Previous studies have found the behavior of impulse buying  
occupies considerably highly in TV shopping. This article starts from the 
characteristics of TV shopping and  impulse buying behavior, analysis the factors 
that lead to consumer impulse buying, and to find China’s TV shopping sales 
development strategy. 
The article may be divided into five parts: 
Part 1：It intrduces the research background ，present situation and methods． 
Part 2：It introduces development and current status of TV shopping and Impulse 
buying research at home and abroad． 
Part 3：The design of research．Try to find out the influencing factors to Impluse 
buying tendency of TV shopping． 
Part 4：The results of this research． 
Part5：Conclusion and advise． 
At last , the main conclusions of this study are as follows: TV shopping features 
consists of 5 dimensions: knowledge, benefits, convenience, entertainment, unique; 
knowledge, benefits, convenience of TV shopping have remarkable effect on impulse 
buying ; Impulse buying tendency of cnsumers have remarkable effect on impulse 
buying ; individual characteristics of consumers have remarkable effect on impulse 
buying . 
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合规范，但是它却占据了产品销量相当大的一部分。早在 20 世纪 50 年代左右的
杜邦消费者购买研究就发现，在此之前 20 年间，冲动性购买比率从 38.5%上升
到 50%；1969 年 Kollat 和 Willett 的研究显示 ，在食品超市中，非计划购买占
购买产品总量的 50%[1]；1978 年，Bellenger、Robertson 和 Hirschman 发现百货
商店 27%~62%的商品销售属于冲动性购买[2]；1975 年到 1989 年，DDB 
Needham(恒美广告) 生活调查显示，在此 15 年中，平均有 38%的受访者将自己
形容为冲动性购买者；1997 年，Abrahams 的研究显示，在某些特定的产品中，





























了电视购物频道之产品。2000 年，Kacen 和 Lee 的研究显示，由于 24 小时便利
商店、电视频道、网络购物的日益增多，使得冲动性购买之机会亦为之提升。2006









































































































1. 杜邦消费者购买研究（The DuPont Consumer Buying Habit Studies, 1945-1965） 




    消费者进入购物场所前尚无购买计划,但却因店内促销性策略所刺激而发生
的购买行为。 
3. Davidon & Doody (1959) 
冲动性购买是一种非计划的、一时冲动的产品购买决策[8]。 





























表 2-1 意愿产出矩阵 
 购买意愿—实际产出矩阵 
购买意愿 产品及品牌购买 没有购买 产品购买品牌未购买
产品及品牌 1 2 3 
仅有产品 4 5  
仅有产品类别 6 7  
了解自己的需求 8   
对自己的需求未知 9   
资料来源：张秀琪．《纪念品购买情景对冲动性购买行为之影响》，1993-06 
 
5.Antoni,Joseph & Shenson(1973) 
 相对于其他的产品而言，若一种产品所需的决策时间明显较短，则此产品
便为较易被冲动性购买的产品[10]。 
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